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Chapter 9 


Environmental Crisis 


Case: Haagen-Dazs and Honey Bees 


This case study shows the extensive research sometimes necessary 
before a plan of communications can be developed to emerge from a crisis. 
It also shows how a company/organization can develop a project of 
corporate social responsibility (CSR) that demonstrates to its consumers 
that the company is a good citizen concerned about issues that affect us 
all, and that profit is not everything. 


The honey bee is vanishing. 

When many people contemplate the disappearance of the honey bee, 
they think, “We’ll be out of honey and honey products.” This is a very 
short-sighted attitude. A beekeeper from Savannah, Georgia, Brother 
Chuck aka Buzza Shuck, says, “One honey bee only produces half of a 
teaspoon of honey in its lifetime of six weeks. But that same bee can 
pollinate up to 3 million blooms.” 

Many foods rely on the work of bees. Apples, asparagus, avocados, 
berries, broccoli, celery, cherries, citrus fruit, coffee, cucumbers, kiwi, 
melons, peaches, peppers, squash, tomatoes, and many nuts are in danger 
if the honey bee crisis is not solved. Not only flora but also fauna are 
affected since livestock feed on alfalfa and fruit, which depend on 
pollination. Kevin Hackett, national program leader (in 2007) for the bee 
and pollination program of the U.S. Department of Agriculture (USDA), 
said, “The honey bee is responsible for 80 percent of that pollination” 
(see Figure 9.1). 

“Approximately one-third of all the food Americans eat is directly or 
indirectly derived from Honeybee pollination,” according to Honey Bee 
Facts on the website of the American Beekeeping Federation. 

Schoolchildren learn early the cycle of life of fruit-bearing plants. A 
plant grows, bears a flower, then a seed-bearing fruit develops and falls 
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and another plant grows from it. You can’t tell the kids the truth. The 
pretty flower is not the goal; the purpose of the flower is basically sexual. 
The flower exists to exchange genetic matter with other like flowers and, 
from that exchange, fruit is produced. 

However, just because there is a flower does not mean there will be 
fruit produced. Pollen (which is male) from a flower must travel to another 
flower and come in contact with the stigma of the pistil (female) and from 
there to the ovules and ovary. Then, a seed and later fruit develop. 


Figure 9.1 The honey bee helps provide one-third of all foods consumed by humans 
when it pollinates flowers. Beekeepers report a great decline in the 
numbers of honey bees and hives. Haagen-Dazs, with 40 percent of its ice 
cream flavors dependent upon pollination, decided to commit to funding 
research on the disappearance of the bees as a CSR project. 
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Help is needed to get the pollen of one plant to the pistil receptor of 
another. Wind can do it when growing grains. So much pollen flies in 
the air that connections are made. Author Rowan Jacobsen, in his book 
Fruitless Fall (2008, p. 8), likens this process to direct mail and Internet 
spam. “You need to send out a million if you hope to get a single hit.” 

Insects are what Jacobsen calls “sexual handmaidens.” They visit the 
flower for food and, in the process, the sticky pollen gets attached to them 
and is passed to the next flower they seek for nectar. “Honey bees,” he 
said, “are the most enthusiastic, best organized migrant worker the planet 
has ever seen . . . large scale agriculture can no longer exist without them” 
(2008, pp. 10-11). 


Crisis is Widespread 


The decline began in the USA in 2006 when migratory beekeepers along 
the Atlantic seaboard states reported declines in their honey bee popula- 
tion. Beekeepers said they opened their bee boxes and found no bees. In 
2007, 35 states reported an average decline of 30 percent. In California, 
David Bradshaw said it threatens not only his livelihood as a beekeeper 
but also the California almond. 

More than 80 percent of the food we eat relies on bees’ pollination. As 
the bee population decreases, the beekeeping industry is endangered. 

In Canada, 29 percent of all honey bees were reported lost in 2007 
compared to previous years. In the province of Ontario, 35 percent of the 
bees were lost. In Alberta, there was a one-quarter reduction in honey 
production between 2007 and 2008, due partly to losses. 

In 2008, more than 7,000 beekeepers in Germany reported losses of 
nearly 500,000 bees. In November, 2008, the British Beekeepers Associ- 
ation (BBKA) reported that its honey bees could be wiped out in 10 years. 

In Uruguay, beekeeper Daniel Rey, with 400 boxes in 2007, lost 
50 percent. He believes the ozone hole directly over his country is 
responsible. In 2003, all the honey bees in Uruguay died and the country 
had to be restocked with imports from the USA and nearby Argentina, 
but this re-stocking will not be possible if all countries are affected. 

In Europe, there was an average of a 40 percent loss in France, Greece, 
Italy, Poland, Portugal, Russia, Ukraine, Spain, Sweden, and Switzerland. 
In Asia, heavy losses were suffered in Thailand, South Korea, and China. 


What is the Cause? 


The crisis has been termed colony collapse disorder (CCD). The word 
“collapse” in the term is problematic according to some researchers. The 
colonies do not actually collapse. The primary symptom is simply no adult 
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honey bees present in the hive—or a low number—but with a live queen 
and no dead honey bees present. Often, there is still honey in the hives 
and some immature bees. 

There were rumors and talk that cell phones were causing the crisis. 
While experts do not agree on the cause, they seem to agree that cell 
phones are not the cause. A German researcher, Stefan Kimmel, did a 
study of whether a particular base station for cordless phones could affect 
honey bee homing systems. Kimmel himself said there is no link between 
his study and the CCD phenomenon. He said, “It’s not my fault if people 
misinterpret our data.” 

The following are the leading suspects: 


parasites, mites, and disease 

emergence of new virulent pathogens 

poor nutrition of the bees 

contaminated water supply 

lack of genetic diversity and lineage of bees 

level of stress in adult bees (transportation on truck beds, over- 

crowding, confinement, other environmental or biological stressors) 

e environmental chemicals such as pesticides to control parasitic 
moths 

e a combination of factors. 


The leading possible combination seems to be a parasite, an unknown 
virus, a bacterium, and pesticides. One of the four could weaken the bee 
and the second kill it. Still, where are the dead bees? 

The most prevalent bee parasite in North America is the varroa mite, 
which can infest colonies and suck blood from the bees, causing weight 
loss, deformities, diseases, and reduced life span. These mites can wipe 
out an entire colony within a few months. 


The Colony Collapse Disorder Working Group 


The Colony Collapse Disorder Working Group was formed in January, 
2007, and is a collaboration of researchers from the U.S. Department of 
Agriculture, many universities, state departments of agriculture and other 
related organizations. The team is led by Diana Cox-Foster, a professor 
of entomology and CCD research at Pennsylvania State University, who 
has been actively involved in honey bee research for 10 years and was 
interviewed for the PBS documentary Silence of the Bees. 

In 2007, the Colony Collapse Disorder Working Group reported a 
strong correlation between CCD and the presence of a pathogen called 
Israeli acute paralysis virus (IAPV). When introduced to a colony, the virus 
resulted in “dramatic bee mortality.” However, the team advises that this 
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is not the sole cause of CCD, and that additional causes are needed to 
trigger CCD, such as pesticides and poor nutrition. 

The National Honey Board (NHB), in 2007, approved funding of 
$100,000 for research on CCD. This was added to $58,000 already 
awarded to the CCD Working Group. The CCD Working Group’s plan 
includes the following crisis management and crisis communications 
components. Notice that crisis communications is primarily internal until 
conclusive data is revealed and at the point that there are steps citizens 
may take to protect bees, national and international communications can 


and should be made: 


1. Share all communication regarding our investigations into CCD with 
one another. 

2. Establish standardized sampling protocols and collect samples for all 
CCD working group members whenever feasible. 

3. Clearly define areas of responsibility and research effort. 

4. Share results of analyses with the entire working group for discussion 

and integration. 

Regularly distribute summary reports to the beekeeping community. 

6. Work together to secure emergency funding and future sustainable 
funding to investigate the causes of CCD and treatments to prevent 
CCD. 

7. Deliver by meetings, reports, and publication the findings of the 
groups to beekeepers and appropriate scientific audiences. 

8. Develop an agreement on how involvement in the research will be 
appropriately acknowledged and cited in any oral or written presenta- 
tion of the research, in order to circumvent any misunderstandings 
among the members and maximize the likelihood of finding answers 
to aid beekeepers and the health of the pollination industry. 


= 


U.S. Government Actions 


In June, 2007, U.S. Senators Barbara Boxer of California, John Thune of 
South Dakota and Bob Casey of Pennsylvania introduced legislation to 
help research, protect, and maintain America’s bee and native pollinator 
population and ensure the viability of crops that rely on bees. 

In July, 2007, U.S. Senators Charles E. Schumer and Hillary Rodham 
Clinton announced that the full Senate Appropriations Committee 
approved a bill that would provide $1.5 million for the Pollinator 
Recovery project, which would address CCD and other threats to the 
nation’s honey bees. 

In April, 2008, Senator Max Baucus of Montana, a member of the 
Senate Agriculture Committee, backed by 35 other U.S. senators, spear- 
headed a letter to the USDA demanding to know what actions were 
being taken to investigate what is destroying the bee population. 


printed on 11/30/2023 11:06 AM via RUTGERS UNIVERSITY LIBRARIES. All use subject to https://www.ebsco.com/terms-of-use 


208 Environmental Crisis 


In May, 2008, Max Baucus and Senator Saxby Chambliss of Georgia 
introduced to the Senate the Pollinator Habitat Protection Act aimed at 
improving habitat and food sources for pollinators. The act will reward 
farmers whose conservation practices are beneficial to pollinators. 

In July, 2008, then Agriculture Secretary Ed Schafer announced that 
more than $4 million would be awarded to the University of Georgia to 
study the causes of CCD and other diseases affecting bee populations. 
This is the Protection of Managed Bees Coordinated Agriculture Project 
(CAP), and the team includes 17 universities and colleges. Professor Keith 
Delaplane, an entomologist who directs the four-year investigation, said 
the research will focus on a handful of bee viruses, the varroa mite, and 
new categories of pesticides such as flea killers for pets. Articles about the 
grant ran nationally in newspapers and on news websites. 

Honeybee expert Brother Chuck (aka Buzza Shuck) in Savannah, when 
interviewed, said: 


Georgia and Florida are the main states where a very large popula- 
tion of honey bees used for pollination are wintered. Georgia passed 
what is called the Georgia Bee Laws several years ago. This law 
protects honey bees and the rearing of honey bees by beekeepers. We 
[the state’s beekeepers] want to institute a protective law so that all 
bees are protected. There are people out there who will call an 
exterminator for bees; this law will fine all pest control companies and 
home owners, anyone who is cruel to honey bees. There should be a 
national protective law. 


Actions in Other Countries 


In the United Kingdom, in November, 2008, BBKA beekeepers from all 
over the country demonstrated outside 10 Downing Street, the prime 
minister’s residence, to get the government to increase funding toward 
research into the issue of the diminishing bees. They wanted the annual 
state budget for bee health research to be raised from £200,000 to £1.6 
million. More than 83,000 signatures were collected and delivered to the 
prime minister. The BBKA chapter held education sessions for beekeepers 
to make sure that the crisis was not compounded by poor care for bees. 
As of May, 2009, the BBKA felt awareness had been improved, but no 
increase in government funding had resulted. 

Researchers with the Canadian Association of Professional Apiculturists 
announced it would remain in close contact with U.S. scientists, particu- 
larly the CCD Working Group, and that it would continue to monitor 
the status of bee health across Canada. 
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Other Actions 


Photographer Richard Knox Robinson’s short film titled The Beekeepers 
was chosen to be shown at the prestigious Sundance Film Festival in 2009. 
The filmmaker’s goal was to warn us of the potential disaster of the 
extinction of bees and the danger of pesticides. The project was a product 
of Robinson’s thesis in his filmmaking graduate studies program at 
Virginia Commonwealth University. 

Burt’s Bees (www.burtsbees.com), manufacturer of earth-friendly per- 
sonal care products (many dependent upon flowers and bees), announced, 
in 2007, it was funding research by the Honeybee Health Improvement 
Project to help find a solution. It also spoke to the U.S. Congress to urge 
the allocation of additional funding and to heighten awareness of 
CCD. 

The company directed 5 percent of profits to the North American 
Pollinator Protection Campaign (NAPPC) and gave away 95,000 packets 
of wildflower seeds, urging consumers to plant millions of flowers. The 
giveaway also educated consumers about the plight of the honey bee and 
the honey bee industry. A Burt’s Bees 60-second public service announce- 
ment outlining basic steps that concerned citizens can take to protect bees 
was played in movie theaters as a lead-in to Paramount Pictures’ Bee 
Movie. 

The NAPPC has, on its website, a page titled “Honey Bee Disappear- 
ances and What You Can Do.” It urges individuals to learn about creating 
a pollinator-friendly habitat in one’s backyard by accessing instructions 
from www.pollinator.org. 


Haagen-Dazs Enters the Fight 


When some ice cream lovers think of the Haagen-Dazs brand, they assume 
it’s a premium brand of ice cream from some Scandinavian country. 
Mercedes-Benz comes from Germany, Evian water comes from a spring 
in France and Haagen-Dazs ice cream must come from Oslo or Stockholm, 
or probably Copenhagen. This is far from true—many miles away. 

Haagen-Dazs was started in the Bronx, New York, by a Polish im- 
migrant, Reuben Mattus, who after selling ice cream from his mother’s 
horse-drawn wagon in the 1920s, dreamed of an ice cream business with 
the finest ingredients from all over the world. He began to live his dream 
in 1961, when he and his wife, Rose, started Haagen-Dazs ice cream. 
The name meant nothing at the time; he made it up to capture a feeling 
of old world traditions, craftsmanship, natural ingredients, and quality 
production. 

His vanilla ice cream, for example, was from hand-picked vanilla beans 
from Madagascar. The chocolate ice cream included dark chocolate from 
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Belgium. The coffee ice cream used carefully selected beans from South 
America. Many of today’s numerous flavors are based on the original 
vanilla, chocolate, and coffee flavors. The end product is rich and dense 
(very little air is used in the mixing process). No emulsifiers are used, and 
no stabilizers other than real egg yolks. The words “Haagen-Dazs” are 
supposed to mean “superstar of ice cream” no matter where people think 
the ice cream originates. 

The business was sold first to Pillsbury (in 1983) and is currently owned 
by General Mills, Inc. In the USA the trademark is licensed to Nestlé and 
sublicensed to Dreyer’s. The devotion to quality has remained. 


Public Relations 


Diane McIntyre is Senior Public Relations Manager for Dreyer’s in 
Oakland, California. She represents not only the Haagen-Dazs brand 
with its own PR program but also separate programs for the Skinny Cow, 
Dibs, Fruit Bars, and Frosty Paws. She has an in-house assistant and 
they work with a team from Ketchum Public Relations on the Haagen- 
Dazs account and another team on Skinny Cow. Another manager and 
her assistant handle Dreyer’s/Edy’s, Drumstick, and Eskimo Pie. They 
report to Dora Sera Bailey, the Director of Consumer Communication, 
who oversees the company’s public relations, interactive, consumer 
relations, and community relations functions. She reports to the Executive 
VP of Marketing who, in turn, reports to the CEO. Dreyer’s employs 
7,000 employees nationwide, 350 of which are in the Oakland corporate 
office. 

Haagen-Dazs has only occasionally had to use its crisis management 
plan, developed generally for all types of crises. “We developed crisis 
management messaging for our internal team, consumers, and the news 
media regarding the 2009 pistachio recall because we use pistachios in 
two flavors—one for Dreyer’s and one for Haagen-Dazs,” said McIntyre 
(personal communications). 


However, while none of our products used any of the recalled 
pistachios, we offered to replace consumers’ ice cream if they preferred 
to exchange it for a non-pistachio flavor. The peanut butter recall also 
required media messaging although none of our products were 
affected. 


The honey bee crisis had not yet affected Haagen-Dazs ice cream either. 
The company chose to join the fight to help restore the honey bee colonies. 
In the fall of 2007, staff members from the brand’s advertising agency 
noticed an increasing number of blogs on colony collapse disorder. “This 
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is a real risk to U.S. agriculture and specifically to Häagen-Dazs,” said 


McIntyre. 


Ingredients in more than 40 percent of our all-natural flavors require 
honey bee pollination. Without bees, many of the fruits and nuts we 
use in our ice cream would no longer be available. No more Haagen- 
Dazs Strawberry or Vanilla Swiss Almond ice cream. 


The company’s research shows that the Haagen-Dazs ice cream con- 
sumer is more discerning of what they eat and where it originates. The 
Haagen-Dazs brand saw an opportunity to use the power and popu- 
larity of its ice cream brand to educate consumers on the vital importance 
of honey bees, and, in doing so, underscore its commitment to using only 
100 percent of all-natural ingredients in its ice cream, frozen yogurt, 
sorbet, and snack products. 


Campaign: Objectives 


On February 19, 2008, the Haagen-Dazs Loves Honey Bees (HD Loves 
HB) campaign was launched. There were three sets of goals: business, 
awareness/comprehension, and behavior. 

The business goals were to drive sales and to increase 2008 revenue 
growth by more than 1 percent over 2007. 

The awareness/comprehension goals were the following: (1) to increase 
awareness of the honey bee issue and the HD Loves HB campaign; (2) to 
increase consumer media impressions on the brand by 25 percent over 
2007 levels with a total media goal of 125 million impressions in the first 
year of the campaign. 

The behavior goals were the following: (1) to convince consumers 
to plant bee-friendly habitats with a first year goal of planting one 
million bee-friendly flowers; (2) to drive unique visitors to the website 
helpthehoneybees.com, aiming for an average of five page views per visit; 
(3) to increase consumer recommendations of the Haagen-Dazs brand. 


Campaign: Research 


Primary research included focus groups, which were conducted to deter- 
mine consumer awareness, engagement, and attitude toward the honey 
bee issue, and the brand’s possible role in the cause. Focus group findings 
were the following: 


1. When consumers see Haagen-Dazs supporting the cause and edu- 


cating people about the issue, they feel positive about the brand and 
its involvement. 
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2. Creating awareness about the issue makes consumers feel that the 
brand truly cares and is not just interested in sales. 

3. The cause helps consumers feel more connected to the brand; there 
is a sense of “we’re in it together.” 


Secondary research showed that while honey bees are essential to the 
U.S. food supply, no major food brands had adopted the issue. The 
findings guided the communication strategy. To be authentic and create 
a reason for consumers to connect to the brand and advocate for it, the 
campaign needed to help raise awareness, educate consumers about the 
issues, and engage consumer and community groups. To be successful, 
the Haagen-Dazs brand needed to take advantage of its first-mover status 
and be the first national consumer brand to “own” the bee cause. 

The target public was adults ranging from 35 to 54 in age. Most of 
them had children. Most were highly educated, had active lives, and lived 
in affluence. 

Audience analysis showed that Haagen-Dazs ice cream consumers care 
about what they eat, and where their food comes from. They pay attention 
to what they put in their mouths and the quality of food their families 
eat. They are happy and eager to do their part to contribute to a 
sustainable society—particularly if they can make an impact through 
small, enjoyable, hassle-free actions. They’re also willing to support causes 
that are genuine and relevant, and are eager to find ways to teach their 
children about responsible sustainable living. 


Campaign: Planning 


The team knew a cause-marketing campaign could help create an 
emotional connection between consumers and the brand and help make 
the brand more approachable, but the program needed to be more than 
just another ribbon on a carton. The cause had to be engaging while still 
directly relating back to the Haagen-Dazs brand’s essence. The plight of 
the honey bees seemed obscure at first, but after learning that bees play 
a pivotal role in pollinating ingredients in more than 50 of Haagen-Dazs’ 
ice cream flavors and, moreover, that one-third of all foods are pollinated 
by honey bees, the team knew the cause was right. 

Using the insights from research as a guide, the team set out the 
following strategies: 


1. Give consumers a compelling way to engage more genuinely and 
frequently with the brand by educating them about the honey bee 
plight. Show the Haagen-Dazs brand’s concern and the brand’s 
authentic reliance on honey bees. 
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2. Leverage first-mover advantage and become the first national 
consumer brand to support the issue and put the cause on consumers’ 
radar in a major way; also, strategically use the brand name to raise 
awareness and underscore the brand’s “all-natural” brand essence by 
inextricably linking honey bees with Haagen-Dazs. 


Campaign: Execution (Tactics) 


DONATION TOWARD RESEARCH 


After a deep-dive assessment of leading universities and organizations 
working to raise awareness and solve CCD, the brand decided to donate 
$250,000 to Pennsylvania State University (PSU) and the University of 
California, Davis (UCD) for sustainable pollination and CCD research, 
and an additional $10,000 donation to the Pollinator Partnership, an 
organization dedicated to preserving honey bee health. Part of the UCD 
gift was used to hire a postdoctoral research fellow to conduct problem- 
solving research in honey bee biology and health pollination. 


BEE BOARD 


The brand created an advisory board comprised of PSU and UCD 
scientists to guide the brand and ensure that communication was authentic 
and factual, and two beekeepers—one East Coast-based and one West 
Coast-based—to provide insight into the struggles beekeepers face. All 
Bee Board members serve as media spokespeople to deliver campaign 
messages related to their specific area of expertise. 

The original Bee Board included the following: 


Diana Cox-Foster, head of the CCD Working Group; 

Dennis van Engelsdorp, bee specialist at PSU, who had worked for 
the Canadian government as a consultant to the Antigua Beekeepers 
Cooperative and helped Cornell University develop its master 
beekeeping program; 

e Robert Berghage, a professor of horticulture and bee garden expert 
at PSU, who was the director of the Center for Green Roof Research 
and taught plant propagation; 

e Sue Cobey, a bee breeder, geneticist, and leader of the bee breeding 
program at UCD, who had taught researchers and beekeepers all over 
the world for 25 years; 

e Eric Mussen, apiculturist at UCD, who was named 2006’s “Beekeeper 
of the Year” by the California State Beekeepers Association; 

e Michael Parrella, professor of entomology and UCD dean, who had 
authored more than 350 publications on entomology; 
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e Randy Oliver, who has an MS degree in biological sciences, and had 
been a beekeeper for more than 40 years, running about 500 colonies 
and researching beekeeping practices; 

e David Hackenberg, beekeeping expert and apiary owner, who started 
with one colony of bees as a high school student and had 150 colonies 
in 2009. 


FLAVOR LAUNCH 


The Haagen-Dazs brand launched a new bee-dependent flavor, Vanilla 
Honey Bee (see Figure 9.2). It was described as “a rich vanilla ice cream 
blended with a touch of golden sweet honey. It is a creamy classic with 
a mouthwatering twist only the honey bee offers.” The company pledged 
to donate a percentage of overall sales of this flavor and all other bee- 
dependent flavors to go toward CCD research. The brand also created a 
special logo that was featured on all bee-dependent flavors and printed 
CCD information under the lid of every bee-dependent carton. 


Figure 9.2 Haagen-Dazs created a new flavor—Vanilla Honey Bee—to 
commemorate the campaign to create awareness of the plight 
of the honey bee. 
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INDUSTRY OUTREACH 


Prior to the official launch in early February, the brand announced the 
campaign to the beekeeping and scientific community at a key industry 
conference. As a result, experts were ecstatic about the Haagen-Dazs 
brand’s involvement, and served as credible brand ambassadors who later 
spread the word about the program within the industry and to other 
influencers. 


MEDIA OUTREACH 


A comprehensive media strategy was created to ensure no media stone 
was left unturned; to expedite mass awareness, the team’s strategy hinged 
on launching the story with a “media multiplier.” The team allowed 
CNNMoney.com to break the launch date embargo, because the outlet 
directly feeds hundreds of others on the web and drives broadcast and 
print coverage in local markets throughout the United States. 

The Haagen-Dazs brand also understood the importance of educa- 
tion and expanded its media targets beyond the usual food and lifestyle 
outlets to include scientific, agricultural, environmental, gardening, and 
beekeeping trade outlets. The team conducted national and regional print, 
broadcast, radio, and online outreach; it also developed B-roll featuring 
Haagen-Dazs plant footage, comments from Bee Board members, and bees 
pollinating crops and flowers, which was distributed to regional and 
national broadcast networks; and it engaged Bee Board members as 
spokespeople for magazine, television, and radio media tours. 


MILLION SEEDS CHALLENGE 


The team outreached to bee supporters online using Craigslist and 
MeetUp.com and challenged them to help Haagen-Dazs plant one million 
seeds to create bee-friendly habitats. Enthusiasts received “HD loves HB” 
seed packets for planting in backyards and gardens. 


ICE CREAM SOCIAL ON CAPITOL HILL 


During national Pollinator Week, the brand and the Pollinator Partner- 
ship hosted a briefing on Capitol Hill about the plight of honey bees and 
a Haagen-Dazs brand-hosted ice cream social. Katty Pien, Haagen-Dazs 
Brand Director, testified before the Subcommittee on Horticulture and 
Organic Agriculture on behalf of CCD to keep honey bees and beekeepers 
top-of-mind for legislators and decision makers. Additional media 
coverage ensued, resulting in two more nationally syndicated wire stories 
and a front-page San Francisco Chronicle feature in the company’s own 
Bay Area backyard. 
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Campaign: Evaluation and Success 


Response to the campaign exceeded all expectations for a first year cause- 
marketing initiative and goal to change brand perception; “HD Loves HB” 
(see Figure 9.3) revived consumer interest in Haagen-Dazs ice cream and 
spiked sales. The following evaluations are measurements of the goals on 
page 211. 


BUSINESS GOALS 


e There was a 5.2 percent April sales increase—the largest single sales 
spike in a year—and 4 percent growth sustained from April to July 
2008. 


AWARENESS/COMPREHENSIVE GOALS 


e There were more than 277 million media impressions, worth nearly 
$1.5 million in advertising equivalencies. The HD loves HB story was 
featured or included in more than 1,097 unique news placements, 
including Cable News Network (CNN), Associated Press (AP), 
National Public Radio (NPR), Wall Street Journal, NBC’s The Today 
Show, the New York Times, Everyday with Rachael Ray (the Haagen- 
Dazs brand was mentioned in the headline or the lead). 

e Ina media audit and ROI analysis, 93 percent of all media coverage 
was overwhelmingly positive toward the brand; virtually 100 percent 
carried brand name/product mentions and key PR messages proving 
Haagen-Dazs dominated the cause. 

e A strong 12-point increase in the level of PR and “buzz” was achieved 
over previous quarters. 


hd = hb 


Figure 9.3 This logo was designed to name the public relations campaign handled by 
Haagen-Dazs and Ketchum Public Relations. “HD Loves HB” (Haagen- 
Dazs Loves Honey Bees) won numerous awards. 
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e An omnibus survey conducted at the end of year one showed a large 
increase in honey bee awareness, knowledge and brand recall, an 
eight-point increase in awareness of the honey bee issue, and a six- 
point increase in accurate identification of the issue. Haagen-Dazs 
had the highest unaided brand recall among consumers identifying 
companies/organizations working to help the honey bees. 


BEHAVIOR GOALS 


e The team surpassed its goal for one million seeds to be distributed. 
More than 1.2 million bee-friendly flower seeds were distributed to 
community groups and individuals, including local businesses, garden 
clubs, and teachers. 

e 469,798 unique visitors swarmed helpthehoneybees.com, and engage- 
ment was high—visitors viewed eight pages per visit (82 percent 
above industry average) and the number of new visits averaged 
76 percent above industry standards. 

e More than 950 consumers and organizations contacted the Haagen- 
Dazs brand with suggestions, offers to collaborate, requests for more 
information, and compliments on the program. 

e Haagen-Dazs experienced a 13 percent increase in its brand advocacy 
rating (between Q1 and Q2) to 69 percent, the highest in the category 
(exceeding Ben & Jerry’s). 


Awards Won 


The campaign won the 2009 gold Clio Award in the Public Relations 
Consumer Category, a gold Cannes Lion for Corporate Responsibility and 
Environmental Issues, a Silver Anvil for Reputation Brand Management, 
and a 2009 Silver SABRE (Superior Achievement in Broadcast and 
Reputation) Award in the Food and Beverage Category. 

It also won the 2009 PR Week award for Cause-Related Campaign of 
the Year and an honorable mention for Campaign of the Year. 

The research continues. No conclusive data has emerged to show 
absolutely what is responsible for the disappearance of bees. Scientists 
believe a combination of events and situations are the cause, but they have 
not yet determined with certainty what those events and situations are. 
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